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Research	
  Objec;ves	
  

•  To	
  understand	
  the	
  connec;ons	
  between	
  
emerging	
  research	
  in	
  psychology,	
  cogni;ve	
  
behavior,	
  neuroscience	
  and	
  public	
  rela;ons	
  

•  To	
  develop	
  research	
  and	
  prac;ce	
  exper;se	
  in	
  
these	
  emerging	
  fields	
  

•  To	
  establish	
  the	
  IPR	
  as	
  a	
  centre	
  of	
  influence	
  in	
  the	
  
new	
  field	
  of	
  “Behavioral	
  Communica;on”	
  



Research	
  Strategies	
  
•  Scan,	
  assess	
  and	
  review	
  the	
  literature	
  in	
  the	
  
fields	
  of	
  cogni;ve	
  behavior,	
  psychology,	
  social	
  
neuroscience	
  and	
  behavioral	
  economics.	
  

•  Draw	
  connec0ons	
  to	
  public	
  rela;ons,	
  
communica;ons	
  processing	
  and	
  effects,	
  narra;ve	
  
transport/storytelling,	
  and	
  applied	
  fields	
  of	
  crisis	
  
communica;ons,	
  health	
  communica;on,	
  issues	
  
management	
  and	
  consumer	
  behaviour	
  

•  Narrow	
  focus	
  to	
  two	
  areas:	
  the	
  persuasive	
  
communicator	
  and	
  narra;ve	
  processing	
  and	
  
resistance	
  



Scan,	
  Assess	
  &	
  Review	
  

•  150	
  ar;cles	
  
– Social	
  Neuroscience	
  
– Communicator-­‐Message	
  Theory	
  
– Narra;ve	
  Theory	
  
– Cul;va;on	
  Theory	
  
– Heuris;cs	
  &	
  Priming	
  
– Applied	
  Fields	
  (public	
  policy,	
  health	
  
communica;on,	
  environmental	
  issues)	
  



Cogni;on	
   Neuroscience	
  



Understanding	
  PR	
  through	
  psychology	
  



Communicator	
  Quali;es	
  



Communicator	
  Quali;es	
  

Trust	
  &	
  
Empathy	
  

Oxytocin	
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Narra;ve	
  Persuasion	
  



Narra;ve	
  Persuasion	
  

The	
  insula	
  is	
  ac;ve	
  during	
  the	
  task	
  of	
  taking	
  
another’s	
  perspec;ve	
  in	
  narra;ve	
  iden;fica;on	
  
and	
  conformity	
  based	
  a\tude	
  change.	
  



Narrative 

The Type and Nature of Individual Cognitive Processing of Stories
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Resistance	
  

•  Mental	
  resistance	
  opposes	
  persuasion	
  



Resistance	
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Implica;ons	
  For	
  The	
  Profession	
  

•  Communicators	
  
– A]ributes	
  and	
  Effect	
  

•  Narra;ve/Storytelling	
  
– More	
  than	
  just	
  a	
  story	
  

•  Understanding	
  Resistance	
  
– Cogni;ve	
  determinants	
  of	
  a\tude/behavioral	
  
change	
  
	
  



Behavioral	
  Communicators	
  

•  Communicators	
  
– Direct	
  or	
  Indirect	
  levels	
  of	
  influence	
  
– Understand	
  audience	
  expecta;ons	
  of	
  
communicator	
  

– Evaluate	
  the	
  cogni;ve	
  impact	
  of	
  organiza;onal	
  
spokespeople	
  

– Develop	
  an	
  assessment	
  instrument	
  to	
  understand	
  
the	
  effec;veness	
  of	
  key	
  communicator	
  a]ributes	
  



It’s	
  More	
  Than	
  A	
  Story	
  

•  Narra;ves	
  must	
  not	
  only	
  be	
  well	
  cra`ed	
  but	
  
must	
  be	
  culturally	
  contextualized	
  and	
  
resonate	
  with	
  the	
  receiver.	
  

•  Storytellers	
  must	
  ensure	
  that	
  the	
  receivers	
  fit	
  
within	
  the	
  social,	
  self-­‐perspec;ve	
  and	
  
experiences	
  of	
  the	
  story	
  

•  Pre-­‐campaign	
  research	
  should	
  assess	
  the	
  
degree	
  of	
  “fit”	
  between	
  the	
  story	
  and	
  the	
  
receivers	
  



The	
  Wall	
  of	
  Resistance	
  

•  Pre-­‐narra;ve	
  construc;on	
  research	
  must	
  test	
  
for	
  the	
  level	
  of	
  resistance	
  within	
  the	
  receivers	
  
–	
  individual	
  tests	
  for	
  all	
  8	
  factors	
  to	
  determine	
  
the	
  intensity	
  of	
  resistance.	
  	
  
– This	
  research	
  should	
  also	
  discover	
  counter-­‐
arguments,	
  perceived	
  vulnerabili;es,	
  degree	
  of	
  
self-­‐efficacy	
  

– Understanding	
  these	
  resistance	
  factors	
  could	
  help	
  
build	
  a	
  more	
  effec;ve	
  narra;ve.	
  



Future	
  Direc;ons	
  



Future	
  Direc;ons	
  



Future	
  Direc;ons	
  



Our	
  Next	
  Steps	
  

•  Launch	
  IPR	
  Behavioral	
  Communica;ons	
  	
  
– Blog/Website	
  
– Primer	
  on	
  Behavioral	
  Communica;ons	
  
– Bibliography	
  
– Landscape	
  Papers	
  

•  Behavioral	
  Communica;ons	
  Symposium	
  
– Spring	
  2015	
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